JOURNEY MAPPING
EXERCISE



WHY DO WE JOURNEY MAP?

Understand the entire
experience, not just
Discover’s current part in it
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Utilize map as a visual tool to
align with our users

Kickstart immediate effort to
improve current travel
notification experience



HOW WE DID IT

THE METHOD

45 minute sessions
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Planning Phase Travel Phase Returning Phase

Payments

THE PARTICIPANTS

®

participants, recently traveled
or currently planning travel
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60% male 40% female

Ages 23-45



TRAVELER ARCHETYPES

THE CAREFREE EXPLORER

Less planning
Often less experienced
Enjoys moments of spontaneity
Wants to “live like a local”

Less budget conscious

THE SEASONED PLANNER

Heavy planning
Traveled internationally multiple times
Culturally sensitive
Enjoys more “touristy” activities

Likely to have a budget




QUICK STATS

80% /7%

called credit card mentioned past
company to notify negative
of travel experiences using

credit cards during
travel

changed spending
behavior after
returning from trip

93%

are aware of
foreign transaction
fees



THE MAP






MAPPING IT OUT
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Have an Idea Make it Real Take a Break Create a Plan Let’s Get Ready Time to Go See the World Back to Reality
(12 days) (1-2 weeks) (1-3 months) (1-2 months) (1-2 weeks) (1-2days) (2-3 weeks) (1-2 days)
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Happy Happy Happy @ Happy
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. . v : . . v : o Borumente X . Purchase | : Awareness of Spend | S
- @ spontaneous  * M EvaluateTimeand | B Determine Activities . . . - @ safety and Security ' .
L Money N : : v . . Concern . . "When | get back, my
' N “There's this lull after v . B Set Up Phone Plan N Ausislytest my : : N Z”""‘"““”‘"""”’
N A N card whenever | e . jecreases because |
2 M ' booking the flight and M Find Transport . 3 . getto the airport eeceseooooan probably overspent while |
= "My sister was like, You W Book Flight N its like...let's just start . . e Hand injust to was gone. Traveling is
s wanna go to Ecuador? : N talking about things.* B make sure.” [ A usually really expensive no
t and | was like, ‘Sure.” R W Research Culture :  just had to call T-Mobile : . e ::.«;;.:::m &7}
< Then we bought our H and tell them where | was . M CardFlagged - back, Im definitely feeling
tickets." v . going. My credit card, too, . . the emptiness in my wallet.
*Firs, | figure outwho | B create Budget . just to tell them if they see * M CardNot . 16 usually ke eating eggs
want to travel with, Who . B a charge from France, I'm . Accepted . for dinner.
v . there.” . N
0 *My sister found a fight COBREITT s B Find Accommodations ' : W Acuslfraud |
K] and texted me and was experience with? From - ' . . .
H like Do you want to go :::;:fs where do | want N : . v .
E to Sweden? and | said, e Tttt . N
& ‘Okay!" We always said . M Figureitou -
we would go to there e

It was tough to research
information - | don't think there's a
great source that wins out. Just one
source to go to is hard to find.
Getting the internet's opinion...trying
to weed through that. One blog post
says I love this,” but another opinion
says, 1 hated it

together."
“For me, it doesn't feel
real until you book
your flight. 1was like,
“Holy shit, Fm actually
going.

"My credit card wouldrit let
me buy a train ticket and | “The whole cash exchange
ended with the

iles outside of frustrating. |look at the
Amsterdam..and | don't exchange rates in the
speak Dutch. | called and airport, but f'm never

they couldn't unblock the sure..do Idoit here or
card until the next business there?”

day. | was literally

stranded.*

&3 Make it Real

Opportunities

Insight
Travelers believe their credit
card companies have "all" of

How can Discover leverage
transaction data to ensure a
seamless travel experience?

¢ Take a Break

Insight
Travelers experience a lull in
trip-related activity after

How can Discover keep the
excitement going?

Create a Plan / Let's Get Ready o}

Insight
Travelers are overwhelmed with coordinating trip logistics.

Opportunity
How can Discover provide helpful information in a succinct
way?

3}' See the World

Insight
Travelers expect instant,
reliable, and guaranteed

77% of travelers mentioned
negative experiences using
their cards internationally

Opportunity

How can Discover meet all
cardmember needs during
travel?

3]’ See the World

Insight
Travelers assume their credit
card(s) will always work,

Opportunity

How can Discover manage
expectations and provide
timely and transparent
information?

Ef See the World

Insight
Travelers find it difficult to
manage spending between

Opportunity
How can Discover provide
on-the-go resources to

of payment method?

manage spending, regardiess

{2} Back to Reality

their information and data booking their flights Insight support during travel regardless of notifying credit cash, debit, credit, and from trip
Travelers lack reliable and trustworthy resources to ensure card provider conversion rates
Opportunity Opportunity a smooth trip. Insight Opportunity

Insight
Travelers feel emptiness in
their wallets after returning

How can Discover maintain
brand affinity and top of
wallet?




INSIGHTS &
OPPORTUNITIES



PHASE: MAKE IT REAL

INSIGHT OPPORTUNITY
Travelers believe their credit card How can Discover leverage transaction
companies have "all" of their data to ensure a seamless travel

information and data experience?



PHASE: TAKE A BREAK

INSIGHT

Travelers experience a lull in trip-
related activity after booking their
flights

OPPORTUNITY

How can Discover keep the excitement
going?



PHASE: CREATE A PLAN / LET'S GET READY

INSIGHT OPPORTUNITY
Travelers are overwhelmed with How can Discover provide helpful
coordinating trip logistics. information in a succinct way?
+

Travelers lack reliable and trustworthy
resources to ensure a smooth trip.



PHASE: SEE THE WORLD

INSIGHT OPPORTUNITY
Travelers expect instant, reliable, and How can Discover meet all
guaranteed support during travel cardmember needs during travel?
+

77% of travelers mentioned negative
experiences using their cards
internationally



PHASE: SEE THE WORLD

INSIGHT OPPORTUNITY
Travelers assume their credit card(s) How can Discover manage
will always work, regardless of expectations and provide timely and

notifying credit card provider transparent information?



PHASE: SEE THE WORLD

INSIGHT OPPORTUNITY
Travelers find it difficult to manage How can Discover provide on-the-go
spending between cash, debit, credit, resources to manage spending,

and conversion rates regardless of payment method?



PHASE: BACK TO REALITY

INSIGHT OPPORTUNITY

Travelers feel emptiness in their How can Discover maintain brand
wallets after returning from trip affinity and top of wallet?



NEXT STEP: COMPILE RESOURCES
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OPINION LAB IN-DEPTH CALL CENTER JOURNEY MAP
COMMENTS INTERVIEWS DATA VISUAL



